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Lisa Sepulveda President, Global Consumer Practice, Weber Shandwick

We live in a constantly changing
world that moves at lightning
speed, where the latest Tweet
breaks news just like CNN. From
the shrinking of mainstream
media to the evolution of citizen
journalism and blogs, we as
professional communicators
must ride the new waves,
transforming our business to
help clients meet and exceed
their goals.

Authenticity and relevance rule
Consumers around the globe are on the
fast track, consuming information around
the clock and from all around them. We
must stay on our toes by understanding
the Tweets, blogs and apps targeted at
today’s consumer. Face it: marketers can
no longer completely dictate the path
consumers take.

Yet although the way we communicate is
changing, there are some core tenets in
business that remain constant because
they work.

Listening

Since | joined the Weber Shandwick
network in summer 2009 | have made a
point of travelling and listening. I've taken
the opportunity to hear from new hires
fresh from college and already living their
lives ‘INLINE'.

| listen to what's being reported in the
news and consider how it's reaching
consumers. | listen to colleagues across
the US and around the globe sharing their
success stories, their challenges and what
they have learnt. [ listen to existing clients
striving to make their brands iconic. | listen
to prospects and try to determine what
kind of impact and changes they want to
make in their space. And, of course, | make
it my daily business to listen to today’s
consumer - whether through traditional
market research or by talking to friends - to
understand what insights drive their
decisions, motivations and purchases.

When we listen we must also respond.
Today's consumers crave interaction. From
ensuring social media is an integral part of
a campaign to delivering apps on mobile
phones, the most successful brands go
direct to the consumer letting them know
that they have been heard.

At Weber Shandwick, we are well beyond
the days of Show and Tell — showcasing the
product and telling a story to the media
and ultimately the consumer. Today’s
approach is about sharing that story
directly with the consumer, piquing their
interest in the idea and motivating them to
take action.

Relevance

Early on in my career, some of the best
communicators in the business reminded
me of the importance of remaining
relevant. Whether you make a point of
walking out of the office to experience the
city in which you live, or going online to
check the latest news and blog postings,
remaining relevant is no longer a 'nice to
have.” It's a MUST.

I'm a working mother with two teenaged
daughters, so it's imperative for me to
keep on top of what my kids are listening
to, learning from and experiencing. They
are brand junkies, even at 13 and 14 years
old. Staying in tune with what is impacting
our business and our clients’ businesses
and leveraging those opportunities is what
will yield the strongest partnerships.

Think outside local borders...

but stay ‘INLINE’

We must provide the best ideas, but we
must be receptive to how we share those
ideas. Media relations remains core to our
business, but it must be positioned among
all the other channels, and integrated with
them to communicate with fresh new
thinking.

However, not all social media channels are
right for all brands. Some channels have
more ownership of your brand and
messaging. In essence it's about
developing and nurturing the ‘sharable
story’ that the audience spreads virally
through their networks.

At Weber Shandwick we are committed to
ensuring our clients find their niche and
understand their consumer. While a digital
approach is a core consideration for us,
INLINE Communications dictates that we
align the message across all relevant
channels to ensure that we deliver
consistent, engaging content across
multiple media. The outcome: a fresh,
meaningful, truly engaging and impactful
communications campaign.

Media relations
remains core

to our business,
but it must be
positioned
among all the
other channels.

Firm belief

My firm belief is that we won't know if we
don't try. At some point we need to move
from talking to putting our thinking to
good practice. Tapping into pop culture
and current trends to create a
conversation about our clients is one way,
but when we take that leap of faith, spot
the next trend, trust our gut and then
ground it in research and insight, we can
help our partners get there first.

At Weber Shandwick, we are proud of the
great work we do around the globe. We
continue to challenge ourselves to
connect in meaningful and authentic ways.
We search for the insight that then informs
great programmes and ultimately the
greatest connections.

Let's always challenge ourselves and our
clients to explore the best in breed,
whether it is ours or the product of
another organisation. While the world may
be changing fast, at Weber Shandwick
some things stay constant. We remain
committed to assembling the best team
for each assignment and delivering the
best work.
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Come Clean.

Can cleantech provide
green shoots?

When Kermit the Frog lamented
that "it's not easy being green,”
he could not have guessed how
appropriate a warning he was
sounding. As the world stands at
the crossroads of a ‘make or
break’ climate summit in
Copenhagen, the political and
corporate appetite for a
breakthrough on tackling climate
change hangs in the balance.
Can a deal be brokered that wiill
achieve the necessary cut-
through for the transition to a
low carbon global economy that
virtually every scientist now
regards as non-negotiable?
What trade-offs can be secured
that do not render any global
agreement, like so many past
attempts, a step in the right
direction but in reality nowhere
near bold enough?

For any Copenhagen optimist, one key
element of any deal on climate is the
continued proliferation of technologies
and services that are broadly defined as
cleantech. This category represents new
technologies and business models that
provide a dual return — securing a financial
and an environmental dividend.

For companies in this sector, providing low
carbon and environmentally sensitive
goods and services, the business
opportunity is already apparent. The UK
government's recent Low Carbon Economy
Report estimated the global market for
such products at £3 trillion. This finding
comes on top of successive commitments
by governments around the globe to
commit funding for clean technologies as a
response to the recent economic
downturn, triggering a green-led
economic revival. ‘Green jobs' are all the
rage.

COMECLEAD

A report on barriers and opportunities
for cleantech in Europe

It is estimated that if 20 per cent of
Europe’s energy could come from
renewable sources this could provide in
excess of one million jobs by 2020.
Europe’s cleantech sector is already
developing at a comparable rate to the
global competition, particularly in
renewable technologies. Where Europe
lags behind is in venture capital funding.
Recent estimates place total cleantech
investment in Europe during 2008 at €900
million against €1.8 billion in the United
States.

For companies that provide technologies
or services that help address or mitigate
the impact of climate change, it's essential
to understand the twin dynamics of
political expediency and economic
imperative. In short, this means that
communicating with one priority audience
at the expense of the others will not work.
Unlike comparable start-ups or growth
areas, companies in this sector need to
factor in the impact of industry, political,
environmental campaign groups and other
opinion leaders on their business model
from day one.

For other sectors, the dislocation in the
global financial markets has fundamentally
disrupted growth strategies and
investment opportunities. Cleantech has
shown the strongest investor sentiment
particularly amongst “pure investors” who
have identified the opportunity to address
sustainability while simultaneously creating
long-term value.

The other imperative from the outset is
political savvy. Copenhagen and the global
agenda on climate change reiterate how
important this is for all governments. The
crux of their needs is solutions. They need
guidance and advice from cleantech
companies to identify products and
services that work, and technologies that
are in the pipeline.

Finally, cleantech companies need to be
smart industry players. If your potential
customers don't understand your product
offer, the sales conversion rate is obviously
going to be lower. Weber Shandwick’s
Cleantech practice recently commissioned
a report on industry uptake and adoption
of green technology products in Europe.
Over half the organisations surveyed
highlighted a lack of information as the
principle barrier to making cleantech
choices.

Brendan May Managing Director, Planet 2050

Encouragingly, 80 per cent of respondents
flagged that they had some form of
cleantech purchasing policy in place.

There's a strong and growing take up of
cleantech products and services in Europe,
and across the globe. The competitive
advantage will clearly lie with companies
that can communicate the benefits of their
products and services in a compelling way
to all the right audiences. The first step in
this communication journey is overcoming
the perceived price barrier around
cleantech products and services by
demonstrating how solutions can create
bottom line savings and other clear
business benefits.

The greatest challenge for cleantech is
also the greatest opportunity: the
imperative of urgent action. Success will
surely come for cleantech companies that
communicate quickly, comprehensively
and smartly. In the long run, being green
will surely be easier than Kermit envisaged.
But there's still a long way to go.

For a copy of the Weber Shandwick
report, entitled Come Clean, please
visit the European Technology Practice
website here.


http://www.europetech.webershandwick.com/comeClean.html

Meaningful. New.
Productive. Exciting,.
Strong. Rich.
Challenging. Trusting.
Fulfilling. Genuine.

Good relationships
are always rewarding.

Winning awards is great, but just as important to us is working
closely with our clients to create powerful campaigns that really
deliver. Our deep commitment to client service and creativity
has led to Weber Shandwick being named Gold Medal Winner
by PRWeek's 2009 Global Agency Report Card and recognised
as Interational Consultancy of the Year by PRWeek UK and the
UK PRCA. Thank you to all of the clients and people across our
international network for their magnificent contribution to a
challenging but extremely rewarding year. To find out more

about award-winning PR, contact Colin Byme, CEO UK & Europe
on +44 (020 7067 0191 or cbyrne@webershandwick.com WE B E R S HAN DWIC K

www.webershandwick.com Advocacy starts here.





